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3These companies represent the full list of companies that ICONIQ Growth has invested in since inception through ICONIQ Strategic Partners funds.

Trademarks are the property of their respective owners. None of the companies illustrated have endorsed or recommended the services of ICONIQ.

A PORTFOLIO OF CATEGORY LEADERS
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Leadership Advisory

Human Capital 

Advisory

• Tailored advisory on 

organizational strategy and 

hiring

• Active relationship building and 

identification of highly qualified 

C-level and board candidates 

• Building talent-related 

intelligence and research 

products, including 

compensation benchmarks, 

organizational design, executive 

trends

ICONIQ LEADERSHIP ADVISORY
EMPOWERING OUR PORTFOLIO’S LEADERS TO UNLOCK THE POWER OF PEOPLE 

THROUGH PERSONALIZED GUIDANCE, CONNECTIONS AND RESEARCH

Data-driven transparency of 

functional leadership across every 

stage of growth

Leadership strategy 

defined by business need

• Gain insights into functional 

leadership trends across every stage 

of the revenue scale, from growth to 

IPO

• Leadership strategy defined by 

market insights and tailored to 

business model, scale and outcomes 

We seek to optimize the process of building an executive team or board for scale 

through proprietary tools, data and insights only available to the ICONIQ portfolio

+

Our Approach
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Purpose & Methodology

In parallel with studying individual marketing leaders, we also researched the companies at which they were leaders in order to 
contextualize trends. 

1. Stages are not equal in length; most companies spend the longest amount of time in the Early stage. Stages defined by 

ICONIQ. 2. Most companies IPO during the Late Growth stage; only 2 companies in our dataset IPO’d during the Growth stage

• We identified 159 Heads of Marketing across the 49 companies in our dataset.

• We collected over 60 data points on each marketing leader, including both explicit information (such as their title) and inferred information (such as their area of 

marketing expertise). Data was obtained via LinkedIn profiles, company management pages, web archives and press releases. 

• We use the term “Head of Marketing” as a generic term to refer to the head of the Marketing function, regardless of their actual title. 

Leaders

• Using a variety of metrics, we approximated when each company reached four key growth stages1:

o Early Stage: $0M - $20M ARR

o Early Growth Stage: $20M - $50M ARR

o Growth Stage: $50M - $100M ARR

o Late Growth Stage2: >$100M ARR

• Understanding when companies reached different growth milestones allowed us to contextualize each marketer’s role with the goal of elucidating the relevant 

qualifications and traits for marketing leaders hired during each stage. Stages are comprised of the marketers hired during that period, unless otherwise noted. 

• Additionally, we categorized each company by their primary go-to-market (GTM) motion: Bottom Up or Top Down. Bottom Up companies aim to drive 

widespread adoption across multiple employees at an organization and often sell their products without an executive sponsor. Examples include Asana, 

Datadog and DocuSign. Top Down companies rely on an executive sponsor to champion a larger deal, after which employees begin using the product. 

Examples include CrowdStrike, Coupa and Medallia. 

Companies

Purpose

Generally, there is a dearth of data that founders and CEOs can leverage to inform their perspectives on executive hiring. When building their executive teams –

arguably some of the most critical decisions they will make as leaders – they are left to rely on anecdotal recommendations, at best. ICONIQ Growth studied the 

marketing leaders that ~50 SaaS companies hired between their inception and IPO. The goal of this study is to elucidate marketing leadership trends across growth 
stages to enable better, data-driven executive hiring decisions. 
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Methodology

2016 IPOs 2017 IPOs 2018 IPOs 2019 IPOs 2020 IPOs

List of companies included in our analysis:

Inclusion criteria: 

• SaaS business model

• Went public between 2016-2020

• Raised venture capital prior to going public

• US-based

Trademarks are the property of their respective owners. None of the companies 

illustrated have endorsed or recommended the services of ICONIQ.
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Marketing Leadership Overview (pg. 10-17)

• While some organizations scale with a single marketing leader across stages and through IPO, most organizations hire ~3 

marketing leaders over time. The marketing leader at IPO is hired, on average, two years before going public. 

• 78% of marketing leaders at the time of IPO have the title Chief Marketing Officer; however, only 40% of marketing 

leaders hired before the company reaches ~$100M ARR have this title. 

Sub-functional Marketing Backgrounds (pg. 18-24)

• For both Bottom Up sales motion and Top Down sales motion companies, product marketing backgrounds are the most 

prevalent across all growth stages.

• Across growth stages, Bottom Up companies opt for a marketing leader with a product marketing background 50% of 

the time (vs. 32% revenue marketing and 8% corporate marketing); Top Down companies opt for a marketing leader 

with a product marketing background 52% of the time (vs. 15% revenue marketing and 21% corporate marketing). 

• At companies with a Top Down GTM motion, 40% of corporate marketers and 46% of revenue marketers exit within 18 

months (compared with only 22% of product marketers). Leaders from a product marketing background have the longest 

average tenure (3.1 years at both Bottom Up and Top Down companies). 

Marketing Leaders at IPO (pg. 25-31)

• Marketing leaders who take companies public typically have either been a Head of Marketing previously (oftentimes at a 

public or late-stage private company) or spent ~10 years at a public tech company in a VP+ role or worked their way up 

via a long stint at the company they are guiding through IPO. 

• 83% of marketing leaders at IPO have not previously taken another company public. 

• Companies tend to be relatively sector-agnostic when choosing the marketing leader to guide them through IPO. However, 

the leader’s GTM background (Top Down or Bottom Up) is a salient factor. Top Down companies are taken public by 

marketers with predominantly Top Down experience 67% of the time. 

Marketing Leaders Across Growth Stages (pg. 32-37)

• Across pre-IPO growth stages, companies hire increasingly tenured, experienced marketers over time. At a minimum, 51% 

or more had VP+ marketing experience (including hires made before reaching ~$20M ARR). 

• Heads of Marketing hired at ~$100M ARR+ (Late Growth stage) previously worked in marketing at a public company 

85% of the time and 63% had a long stint at a single company (>5 years). 

Key Findings

Executive Summary
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MARKETING LEADERSHIP OVERVIEW
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Marketing Leadership Overview: Number of Leaders

SaaS companies that went public between 2016-2020 hired on average 3 Heads of Marketing along their journeys to IPO. 

2.4

3.3

3.9

3.1 3.1

2016 2017 2018 2019 2020

Average number of marketing leaders between company inception and IPO by cohort year

Approx. # of 

marketing leaders 

from inception 

through IPO

FULL DETAIL: Number of marketing leaders between company inception and IPO

Average Number of Years 

from Founding to IPO 11 12 12 10 11

Represents one company
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Marketing Leadership Overview: Leaders by Stage 

56% of marketing leaders exited either during the same stage they were hired into or in the stage immediately following. 

Stage of 

Hire

Stage of 

Departure
Flow of people out of companies

Early

Early 

Growth

Growth

Late 

Growth

Early

Early 

Growth

Growth

Late 

Growth 

(Pre-IPO)

Post-

IPO2

Stage of departure1 relative to stage of hire
n = 159

Additional detail on this group 

on following slide

1. “Departure” is either leaving the company, or staying at the company but no longer serving as Head of Marketing

2. Includes leaders at the time of IPO and those who are still at the company 

n = 76

n = 31

n = 25

n = 27 

n = 37

n = 26

n = 23

n = 26

n = 47

Colors matching up on right indicate people leaving during the same stage in which they started 

n = 37

n = 19

n = 9

n = 3

n = 8

n = 7

n = 9

n = 10

n = 5
n = 5

n = 5

n = 15

n = 8

n = 19



13

Marketing Leadership Overview: Stage of Hire

40% of companies hired their IPO Head of Marketing in the Late Growth stage (after reaching ~$100M ARR). 32% of 
companies hired their IPO Head of Marketing in the Growth stage (after reaching ~$50M ARR+). 

Stage at which the marketing leader who took company public joined1

n = 472

IPO Head of Marketing hires made in Early/Early Growth stages (~ <$50M ARR)
n = 13

1. “Joined” refers to when the person began leading the Marketing function, not necessarily when they joined the company

2. N-size based on number of companies that had a Head of Marketing at the time of going public. One company had a split-

CMO role and was double-counted. 

17%

11%

32%

40% Late Growth

Growth

Early Growth

Early
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10%
14%

0%
8%

17%
12%

27%

14%

35%
21%

43%

15%

19% 29%

27%

43%

23%

14%

21% 62%

22%

41%
18%

21%
8%

36%
14%

0%

8%

0%

9%

14%

10%

14%

7%

8%

11%

18%

9%

7%

15%
0%

14%
8%

22%

0%
9%

0%

Early Early Growth Growth Late Growth Early Early Growth Growth Late Growth

Bottom Up Top Down

Marketing Leadership Overview: Tenure

The 49 public companies we analyzed showed an average tenure of 2.8 years per Head of Marketing from inception to IPO.
1

Head of Marketing’s tenure2 by stage of hire and company GTM motion
n = 159

Bottom Up GTM Companies
Average tenure = 2.8 years

Top Down GTM Companies
Average tenure = 2.8 years

5+ years

4-5 years

3-4 years

2-3 years

1-2 years

<1 year

1. This finding is based only on the organizations in our study and is not necessarily representative of the entire tech landscape.

2. Refers to tenure in the Head of Marketing role, not tenure at the company overall. Leaders who are still in role are bucketed

according to their tenure as of May 2021 (n = 18)

3. There were no hires in these cohorts with a tenure of 5+ years.

333

Tenure <2 years
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All Heads of Marketing at 

IPO (incl. promotes/ 

laterals)

New hires only (excl. 

promotes/ laterals)

28
31

Marketing Leadership Overview: When Heads of Marketing at IPO were Hired

While there is a meaningful range (from 9.5 years before the IPO to the same month as the IPO), 50% of Heads of Marketing at 
the time of IPO were hired less than 22 months prior to this milestone. 

Number of months pre-IPO that the marketing leader who took company public joined
n = 461

50% hired ~2 years or 

less before IPO

Max

Third quartile

Median

First quartile

Min

#
 m

o
n

th
s

 p
re

-I
P

O

1. N-size based on number of companies that had a Head of Marketing at the time of going public

Average

Outlier

Minimum

Maximum

Median

75th percentile

25th percentile

Key
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Marketing Leadership Overview: Internal vs. External Hires

85% of marketers who led a company through IPO were hired externally into the top marketing job. 

7% 91%

90%

72%

81%

85%

3%

10%

8%

11%

6%

20%

7%

9%

Early

Early Growth

Growth

Late Growth

At IPO

Co-founder Directly hired to lead marketing Transfered from a different function Promoted from within the marketing function

17% 11% 23% 34% 6% 9%

Hired at Early stage Hired at Early Growth stage Hired at Growth stage Hired at Late Growth stage X-functional transfer Promoted

Head of the Marketing function: internal vs. external hires, by company growth stage
n = 159

Heads of Marketing at IPO, by internal vs. external hires and stage of hire
n = 46

Heads of 

Marketing at IPO
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Marketing Leadership Overview: Titling

The top marketer’s title generally depends on the company’s growth stage. C-level titles become more common closer to IPO. 

1. If a company had multiple titles during one stage, either due to having 2+ leaders during that stage or promoting 

their leader to a new title, both titles were counted. N-sizes by stage are 71, 58, 58, 61 and 46, respectively.

More than half of these leaders had 

either held a CMO title previously or were 

coming from VP+ roles at public 

companies. This cohort ultimately lasted 

equally as long as others hired at the 

same stage, despite having this title.

Title of the top marketing role, by company growth stage1

30%

45%
48%

62%

78%

7%

7%

10%

10%

9%

41%

38%
31%

21%

11%

20%

5% 5%
2% 0%

3% 5% 5% 5%
2%

Early Early Growth Growth Late Growth At IPO

CMO SVP / EVP VP Director / Senior Director Head
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SUB-FUNCTIONAL MARKETING BACKGROUNDS
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Marketing Backgrounds: Primer

Corporate marketing: positions the company, controls the brand narrative and appeals to customers. 

Communications, PR, content marketing, advertising and brand strategy fall under this purview.

1

Product marketing: brings products to market by refining the competitive positioning and messaging, launching the 

product and driving product usage by ensuring customers understand how the product can benefit them.

2

Revenue marketing: finds, converts and nurtures customers through data-driven strategies and programs that 

generate revenue for the business. This includes demand generation, partner marketing and field marketing. 

3

Note: while there are multiple sub-functions within the marketing discipline, we will be referring to these three backgrounds 

throughout this section for simplicity. We believe the core marketing skill sets can be captured within one of these three 

groups. Several leaders in this analysis had experience in multiple marketing sub-functions, either directly or as a leader 

who oversaw multiple domains. Each person is categorized according to their dominant/primary background.
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Marketing Backgrounds by Stage: Bottom Up Companies

At Bottom Up companies, across all growth stages, the Head of Marketing had a product marketing background 50% of the time 
vs. 8% corporate marketing vs. 32% revenue marketing. 

Background of the top marketer by company stage1

Companies with a predominantly Bottom Up GTM motion

1. If a company had multiple leaders during a given stage, the background of the leader with the longest tenure 

during that stage is counted in this analysis.

Product         Corporate          Revenue        Non-marketing        Vacant

Corporate marketing backgrounds are uncommon at Bottom Up companies. 

There are limited examples of organizations that opted for a Head of Marketing 

with a corporate marketing background across two or more consecutive stages 

of growth; generally, this type of background does not persist across multiple 

stages, if hired at all. 

Product marketing backgrounds are the most prevalent and demonstrate 

staying power: almost 30% of companies had a Head of Marketing with a 

product marketing background leading the function across every stage of 

growth, and 54% of organizations that hired this type of leader during the Early 

stage continued to have this type of marketing leader all the way through IPO.

Revenue marketing backgrounds accounted for only 12% of Early stage 

marketers but accounted for 42% of Heads of Marketing at IPO. Unlike product 

marketing, there are no examples of a company being led by a marketer with a 

revenue marketing background across every growth stage and through IPO; 

however, companies that hire this type of background later tend to stick with it 

across multiple stages.

50%
54%

50% 50%
46%

15%
4%

8% 8%

8%

12%
31%

38% 38%
42%

15%

8%

4%
0% 0%

8%
4%

0%
4% 4%

Early Early Growth Growth Late Growth At IPO
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Marketing Backgrounds by Stage: Top Down Companies

At Top Down companies, across all growth stages, the Head of Marketing had a product marketing background 52% of the time 
vs. 21% corporate marketing vs. 15% revenue marketing. 

Background of the top marketer by company stage1

Companies with a predominantly Top Down GTM motion

Corporate marketing backgrounds are most common at the Early stage, with 

30% of companies opting for this type of background at sub-$20M ARR vs. 17% 

at IPO. 64% of the time, Heads of Marketing with a corporate marketing 

background tend to prevail across two or more stages but there is only one 

example of a company opting for this type of background across every stage.

Product marketing backgrounds are the most prevalent, accounting for >2.5x 

the number of stages led by leaders from corporate or revenue marketing 

backgrounds. 30% of companies had a Head of Marketing with a product 

marketing background leading the function across every stage of growth, and 

78% of organizations that hired a leader from this type of background during the 

Early stage stayed with this type of background all the way through IPO. 

Revenue marketing backgrounds are fairly uncommon, accounting for only 13-

17% of marketers at each stage. There is only one example of a company 

opting for this type of background across every growth stage. 

1. If a company had multiple leaders during a given stage, the background of the leader with the longest tenure 

during that stage is counted in this analysis.

Product         Corporate          Revenue        Non-marketing        Vacant

39%

52%

61% 61%

48%

30%

22%

13%

22%

17%

17%
13% 13%

13%

17%

9% 9% 9%

4%

9%

4% 4% 4%
0%

9%

Early Early Growth Growth Late Growth At IPO
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Marketing Backgrounds: Leaders with Short Tenure

At Bottom Up companies, each type of marketer is roughly equally likely to exit within 18 months. At Top Down companies, 
leaders from corporate and revenue marketing backgrounds exit within 18 months more than 40% of the time. 

Heads of Marketing lasting more than 18 months vs. less than 18 months, by background
n = 158

Tenure <18 months

Tenure >18 months

25%
19%

25%

33%
40%

22%

46%

14%

75%
81%

75%

67%
60%

78%

54%

86%

Corporate
marketing

Product marketing Group1 Non-marketing Corporate
marketing

Product marketing Group1 Non-marketing

Bottom Up Top Down

Corporate Product Revenue Non-marketing Corporate Product Revenue Non-marketing

Bottom Up GTM Companies Top Down GTM Companies

At Bottom Up companies, while all marketing backgrounds 

appear to have a roughly equal proportion of leaders who 

exit within 18 months, see slide 23 for additional details on 

median tenure, which is longest for product marketers.
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Marketing Backgrounds: Tenure – Bottom Up Companies

At companies with a Bottom Up GTM motion, leaders from product marketing backgrounds have the longest tenure on average. 
50% of leaders from a product marketing background stayed more than 2.5 years.  

Bottom Up GTM Companies

Corporate Product Revenue

Minimum

Maximum

Median

75th percentile

25th percentile

Key

x Average

Outlier

Time in Head of Marketing role (years), by type of background
n = 72 leaders (Bottom Up GTM companies only; non-marketers excluded)

75% of leaders from a corporate 

marketing background exit before 

3 years vs. 4.3 years for leaders 

from a product marketing 

background vs. 3.3 years for 

leaders from a revenue marketing 

background. 

On average, leaders from a 

product marketing background 

stay more than 6 months longer 

than leaders from a corporate or 

revenue marketing background. 

It is rare for a leader from a 

corporate marketing background 

to stay more than 3.2 years (vs. 6 

years for product and revenue 

marketers).

Commentary
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Marketing Backgrounds: Tenure – Top Down Companies

At companies with a Top Down GTM motion, leaders from product marketing backgrounds have the longest tenure on average. 
50% of leaders from a product marketing background stayed more than 2.7 years.  

On average, leaders from product 

and revenue marketing 

backgrounds stay more than a 

year longer than leaders from 

corporate marketing backgrounds. 

25% of leaders from product and 

revenue marketing backgrounds 

stay more than 4 years (vs. 3 

years for leaders from a corporate 

marketing background).

Time in Head of Marketing role (years), by type of background
n = 70 leaders (Top Down GTM companies only; non-marketers excluded)

Commentary

Corporate Product Revenue

Top Down GTM Companies

Minimum

Maximum

Median

75th percentile

25th percentile

Key

x Average

Outlier

25% of leaders from corporate and 

revenue marketing backgrounds 

leave within 1 year (vs. >1.5 years 

for leaders from a product 

marketing background).
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MARKETING LEADERS AT IPO
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Marketing Leadership at IPO: Prior Marketing Leadership Experience

85%+ of marketing leaders at IPO have either been a Head of Marketing before, bring significant public company experience 
from a VP+ role, or worked their way up via a long tenure at the company that they are guiding through IPO. 

1. N-size based on number of companies that had a Head of Marketing at the time of going public

46%

30%

17%

7%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Never Once Twice Three or More Times

Number of times the marketing leader at IPO previously held the top marketing job 
n = 461

Internal promotes

Industry veterans

Other

Previous experience leading a marketing function one or more times

Additional details on slide 27

No prior experience leading a marketing function

Additional details on slide 28
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Marketing Leadership at IPO: Prior Marketing Leadership Experience

54% of marketing leaders who led a company through IPO had previously been a Head of Marketing. Almost half of these 
leaders (26% of total) had been a Head of Marketing at a public company.

46%

30%

17%

7%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Never Once Twice Three or More Times

Number of times the marketing leader at IPO previously held the top 

marketing job (n = 461)

1. N-size based on number of companies that had a Head of Marketing at the time of going public

2. Includes non-venture-backed companies

Firmographics of the companies at which these leaders previously held 

the top marketing job

48%

Private companies that had raised 

less than $50M2

16%

16%
Private companies that had 

raised $50-100M

Private companies that had 

raised >$100M

20%

Public or previously public 

companies

For individuals who held top marketing jobs at multiple 

companies, the latest stage company is included above

Total = 54%
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Marketing Leadership at IPO: Prior Marketing Leadership Experience

Those who had not run a marketing function before typically either worked their way up via a long stint at the company or spent 
10+ years as a Marketing VP+ at a public tech company. 

46%

30%

17%

7%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Never Once Twice Three or More Times

Number of times the marketing leader at IPO previously held the top 

marketing job (n = 461)

Demographics of marketing leaders who led a company through IPO but 

did not have previous experience leading a marketing function

Industry veterans: An additional ~1/3 of individuals who took a 

company public despite not having prior experience as a Head of 

Marketing had spent ~10+ years as a VP+ at a public tech 

company such as Salesforce, Microsoft, or Amazon. 

Other: There is not a clear trend among the final ~1/3 of 

individuals who led a marketing organization through IPO despite 

not having prior marketing leadership experience. 

Internal promotes: ~1/3 of individuals who took a company 

public despite not having prior experience as a Head of Marketing 

were promoted internally. These leaders grew up with the 

company, typically having spent several years at the organization 

before getting tapped to lead Marketing through the IPO. 

1. N-size based on number of companies that had a Head of Marketing at the time of going public



29

Marketing Leadership at IPO: Prior IPO Experience

Only 17% of marketing leaders who helped take a company public had previous IPO experience. 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Never Once Twice Three or More Times

Number of times the marketing leader at IPO previously held the top 

marketing job (n = 461)

Prior IPO experience of marketing leaders who helped take a company 

public (n = 461)

Has previous Head of 

Marketing experience, but 

had not taken a company 

public

44%
Have neither been Head of 

Marketing nor taken a 

company public

17% of marketing executives who took a SaaS company public 

had previously taken another company public; 83% had no prior 

IPO experience. 

39%

15%

Previous Head of Marketing with 

IPO experience

2% No Head of Marketing experience, but 

took a company public in VP-level role

Indicates prior IPO experience in a senior marketing role (head of function 

or role reporting into head of function). 

VP-level IPO 

experience

1. N-size based on number of companies that had a Head of Marketing at the time of going public
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36%

10%

52%

67%

8%

5%

4%

19%

Bottom Up Top Down

Marketing Leadership at IPO: Go-to-Market Background

Companies with a Bottom Up GTM motion were led through IPO by Bottom Up marketers 36% of the time, whereas companies 
with a Top Down GTM motion were led through IPO by Top Down marketers 67% of the time. 

Marketing leader’s GTM background vs. company’s GTM motion1

n = 462

1. Companies with a hybrid GTM motion were classified by their more dominant motion

2. N-size based on number of companies that had a Head of Marketing at the time of going public

3. Includes marketing leaders who were coming from a non-marketing or non-SaaS background

None3

Consumer

Top Down

Bottom Up

Bottom Up

Top Down

Consumer

Bottom Up GTM Companies Top Down GTM Companies

None3 All of these leaders joined during 

the Early stage and spent a 

minimum of 6 years with the 

company prior to the IPO. 

These leaders come from product 

and revenue marketing 

backgrounds in equal proportions. 

Two-thirds of the latter group 

previously held a Head of 

Marketing role at a public company.

Half of these leaders joined during 

the Late Growth stage. 
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Marketing Leadership at IPO: Sector Background

Companies tend to be sector-agnostic when choosing the marketing leader to take them through IPO. 

Head of Marketing’s 

background is in the same 

sector as the company’s

Head of Marketing’s 

background is in a different 

sector than the company’s

Leader’s sector background vs. company sector 
n = 461

Most Heads of Marketing who led a SaaS company 

through IPO were not coming from the same sector 

background as the company. 

Marketing leader’s sector background vs. company’s sector
n = 461

Flow of people into companiesMarketer’s 

background

Company 

sector

35%

65%

Cloud 

infrastructure

Analytics

Vertical 

SaaS

Horizontal

SaaS

Internet/ 

consumer

Security

None/ 

non-SaaS

Colors matching up on right side indicate people staying within the same sector

Vertical 

SaaS

Security

Horizontal

SaaS

Analytics

Cloud 

infrastructure

1. N-size based on number of companies that had a Head of Marketing at the time of going public
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MARKETING LEADERS ACROSS GROWTH STAGES
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Summary of Prior Marketing Experience by Stage

Marketing leaders’ prior experience by stage of hire 

Note: Companies may be counted more than once if they hired >1 marketer in a given stage.

93%

7%

0 1+

81%

19%

0 1+

72%

28%

0 1+

78%

22%

0 1+

91%

9%

0 1+

65%
35%

0 1+

64%
36%

0 1+

52%

48%

0 1+

72%

28%

0 1+

55% 45%

0 1+

48%

52%

0 1+

41%
59%

0 1+

49%
51%

0 1+

26%

74%

0 1+

24%

76%

0 1+

26%

74%

0 1+

24%

76%

0 1+

16%

84%

0 1+

12%

88%

0 1+

11%

89%

0 1+

See pg. 35 for additional details See pg. 36 for additional details

Across all stages, most Heads of Marketing tend to have at least VP+ marketing leadership experience.

No                    Yes No                    Yes No                    Yes No                    Yes 

No                    Yes No                    Yes No                    Yes No                    Yes 

No                    Yes No                    Yes No                    Yes No                    Yes 

No                    Yes No                    Yes No                    Yes No                    Yes 

No                    Yes 

See pg. 34 for additional details

No                    Yes No                    Yes No                    Yes 

See pg. 37 for additional details

Prior experience EARLY (n = 76) EARLY GROWTH (n = 31) GROWTH (n = 25) LATE GROWTH (n = 27)

Previously held a Head of 

Marketing role at a public 

company?

Previously held a Head of 

Marketing role at a public 

company or growth-stage 

private company?

Previously held a Head of 

Marketing role at any type of 

company?

Previously held a VP+ marketing 

role?

Previously held a Director+ 

marketing role?
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Early Stage Marketers: Hiring Blueprint

Heads of Marketing hired before reaching ~$20M ARR…

1. Defined as a company that had raised >$50M at the time of the leader’s tenure

93%

7%

0 1+

91%

9%

0 1+

72%

28%

0 1+

49%
51%

0 1+

24%

76%

0 1+

…rarely have public company Head of 

Marketing experience

…rarely have Head of Marketing 

experience at a public or late-stage private 

company1

…have any type of Head of Marketing 

experience ~one-quarter of the time 

…have experience as a VP Marketing or 

higher half of the time 

…have experience as a Director of 

Marketing or higher approximately three-

quarters of the time 

…have worked in marketing at a public 

company (in any role/level) more than half 

of the time

…have worked in a single organization’s 

marketing function for 5+ years less than 

half of the time

…have an average of 8 years of marketing 

experience

41%
59%

0 1+

57% 43%

No Yes

1

2

3

4

5

6

7

8

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

8 10 11 13

Early Early
Growth

Growth Late
Growth
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Early Growth Stage Marketers: Hiring Blueprint

Heads of Marketing hired between ~20M – ~$50M ARR…

…have public company Head of Marketing 

experience approximately one-fifth of the 

time

…have Head of Marketing experience at a 

public or late-stage private company1

approximately one-third of the time

…have Head of Marketing experience at 

any type of company almost half of the 

time 

…have experience as a VP Marketing or 

higher roughly three-quarters of the time

…have experience as a Director of 

Marketing or higher more than three-

quarters of the time 

81%

19%

0 1+

65%
35%

0 1+

55% 45%

0 1+

26%

74%

0 1+

16%

84%

0 1+

35%
65%

0 1+

…have worked in marketing at a public 

company (in any role/level) more than half 

of the time

…have worked in a single organization’s 

marketing function for 5+ years less than 

half of the time

…have an average of 10 years of 

marketing experience

55% 45%

No Yes

1

2

3

4

5

6

7

8

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

8 10 11 13

Early Early
Growth

Growth Late
Growth

1. Defined as a company that had raised >$50M at the time of the leader’s tenure



36

Growth Stage Marketers: Hiring Blueprint

Heads of Marketing hired between ~50M – ~$100M ARR…

…have Head of Marketing experience at 

any type of company more than half of the 

time 

…have experience as a VP Marketing or 

higher at any type of company three-

quarters of the time

…have experience as a Director of 

Marketing or higher more than three-

quarters of the time 

…have worked in marketing at a public 

company (in any role/level) more than 

three-quarters of the time

72%

28%

0 1+

64%
36%

0 1+

48%

52%

0 1+

24%

76%

0 1+

12%

88%

0 1+

…have public company Head of Marketing 

experience more than one-quarter of the 

time

…have Head of Marketing experience at a 

public or late-stage private company1 more 

than one-third of the time

16%

84%

0 1+

…have worked in a single organization’s 

marketing function for 5+ years more than 

half of the time

…have an average of 11 years of 

marketing experience

48%

52%

No Yes

1

2

3

4

5

6

7

8

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes No                    Yes 

No                    Yes 

No                    Yes 

8 10 11 13

Early Early
Growth

Growth Late
Growth

1. Defined as a company that had raised >$50M at the time of the leader’s tenure
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Late Growth Stage Marketers: Hiring Blueprint

Heads of Marketing hired after reaching ~$100M ARR…

15%

85%

0 1+

…have worked in marketing at a public 

company (in any role/level) more than 

three-quarters of the time

78%

22%

0 1+

52%

48%

0 1+

41%
59%

0 1+

26%

74%

0 1+

11%

89%

0 1+

…have public company Head of Marketing 

experience almost one-quarter of the time

…have Head of Marketing experience at a 

public or late-stage private company1

almost half of the time

…have Head of Marketing experience at 

any type of company more than half of the 

time 

…have experience as a VP Marketing or 

higher at any type of company roughly 

three-quarters of the time

…have experience as a Director of 

Marketing or higher more than three-

quarters of the time 

37%
63%

No Yes

…have worked in a single organization’s 

marketing function for 5+ years more than 

half of the time

…have an average of 13 years of 

marketing experience

1

2

3

4

5

6

7

8

No                    Yes  

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

No                    Yes 

8 10 11 13

Early Early
Growth

Growth Late
Growth

1. Defined as a company that had raised >$50M at the time of the leader’s tenure
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THANK YOU!
We hope this analysis is helpful as you scale and evolve your marketing leadership strategy over time. There are many additional insights by growth 

stage that we weren’t able to include in this presentation, though we are always happy to share more upon request. Please reach out to Caroline Brand 

(cbrand@iconiqcapital.com) or Chris Hubbell (chubbell@iconiqcapital.com) with any questions or requests for further analysis, or to schedule a live 

walkthrough of our findings. Stay tuned for additional functional leadership reports publishing later this year. We’ll be analyzing Chief People Officers and 

Chief Financial Officers next.
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Disclosures

THIS PRESENTATION DOES NOT CONSTITUTE INVESTMENT ADVICE OR AN OFFER TO SELL OR A SOLICITATION OF AN OFFER TO BUY ANY SECURITIES, WHICH WILL ONLY BE MADE PURSUANT TO

DEFINITIVE SUBSCRIPTION AND LIMITED PARTNERSHIP AGREEMENTS. THIS PRESENTATION HAS BEEN PREPARED ON A CONFIDENTIAL BASIS. ANY REPRODUCTION OR DISTRIBUTION OF THIS

PRESENTATION IN WHOLE OR IN PART, OR THE DISCLOSURE OF ANY OF ITS CONTENTS, WITHOUT THE PRIOR CONSENT OF ICONIQ CAPITAL, LLC (“ICONIQ” OR THE “FIRM”), IS PROHIBITED.

THIS PRESENTATION MAY CONTAIN FORWARD-LOOKING STATEMENTS BASED ON CURRENT PLANS, ESTIMATES AND PROJECTIONS. THE RECIPIENT OF THIS PRESENTATION (“YOU”) ARE CAUTIONED

THAT A NUMBER OF IMPORTANT FACTORS COULD CAUSE ACTUAL RESULTS OR OUTCOMES TO DIFFER MATERIALLY FROM THOSE EXPRESSED IN, OR IMPLIED BY, THE FORWARD-LOOKING

STATEMENTS. NO INFORMATION IS CONTAINED HEREIN WITH RESPECT TO CONFLICTSOF INTEREST WHICH MAY BE SIGNIFICANT. YOU SHOULD CONDUCT YOUR OWN ANALYSIS THEREOF. AS SOME OR

ALL PRIVATE INVESTMENT FUNDS MAY NOT BE SUITABLE FOR CERTAIN INVESTORS, ANY PERSONS SUBSCRIBING FOR OR MAINTAINING AN INVESTMENT MUST BE ABLE TO BEAR THE RISKS

INVOLVED AND MUST MEET THE SUITABILITY REQUIREMENTS RELATING TO SUCH INVESTMENT. THIS PRESENTATION AND THE VIEWS EXPRESSED HEREIN ARE ONLY INTENDED FOR INFORMATIONAL

PURPOSES.

THIS PRESENTATION CONTAINS ANALYSES, OPINIONS AND ESTIMATES OF ICONIQ AND ITS PERSONNEL THAT CONSTITUTE OUR JUDGMENT AS OF THE DATE OF THIS PRESENTATION AND ARE

SUBJECT TO CHANGE WITHOUT NOTICE. THIS PRESENTATION CONTAINS OUR ANALYSES WITH RESPECT TO MARKET LEADERSHIP TRENDS. THE OPINIONS CONTAINED IN THIS PRESENTATION DO

NOT TAKE INTO ACCOUNT INDIVIDUAL CIRCUMSTANCES, OBJECTIVES, OR NEEDS AND ARE NOT INTENDED AS RECOMMENDATIONS OF PARTICULAR SECURITIES, FINANCIAL

INSTRUMENTS, OR INVESTMENT STRATEGIES IN ANY INDIVIDUAL INSTANCE. THE RECIPIENT OF THIS PRESENTATION MUST MAKE ITS OWN INDEPENDENT DECISIONS REGARDING ANY

SECURITIES OR FINANCIAL INSTRUMENTS MENTIONED HEREIN.

THESE MATERIALS AND THE VIEWS EXPRESSED HEREIN ARE INTENDED FOR INFORMATIONAL PURPOSES ONLY AND SHOULD NOT BE USED AS A SUBSTITUTE FOR INVESTMENT, FINANCIAL, TAX OR

OTHER FORMS OF ADVICE OR FOR ANY OTHER PURPOSE. INFORMATION REFERENCED OR USED HEREIN HAS BEEN OBTAINED FROM SOURCES BELIEVED TO BE RELIABLE BUT ICONIQ DOES

NOT WARRANT THE COMPLETENESS OR ACCURACY OF ANY THIRD-PARTY INFORMATION. PAST PERFORMANCE IS NOT INDICTIVE OF FUTURE RESULTS. GRAPHS AND CHARTS CANNOT BE USED

IN AND OF THEMSELVES TO DETERMINE THE ADVISABILITY OF INVESTING IN SECURITIES OR THE TIMING OF THE PURCHASE AND SALE OF ANY SECURITY.

THIS PRESENTATION IS NOT INTENDED AS AN OFFER OR SOLICITATION FOR THE PURCHASE OR SALE OF ANY FINANCIAL INSTRUMENT AND SHOULD NOT BE USED AS THE BASIS FOR ANY

INVESTMENT DECISION, NOR SHOULD IT BE RELIED UPON FOR LEGAL, ACCOUNTING OR TAX ADVICE OR INVESTMENT RECOMMENDATIONS OR FOR ANY OTHER PURPOSE, IN ANY INDIVIDUAL

INSTANCE. INFORMATION HAS BEEN OBTAINED FROM SOURCES BELIEVED TO BE RELIABLE BUT ICONIQ DOES NOT WARRANT ITS COMPLETENESS OR ACCURACY EXCEPT WITH RESPECT TO ANY

DISCLOSURES RELATIVE TO ITSELF. ICONIQ IS AN INVESTMENT ADVISER REGISTERED WITH THE U.S. SECURITIES AND EXCHANGE COMMISSION. REGISTRATION AS AN INVESTMENT ADVISER DOES NOT

IMPLY ANY LEVEL OF SKILL OR TRAINING. ADDITIONAL INFORMATION IS AVAILABLE UPON REQUEST.

ICONIQ WILL NOT BE RESPONSIBLE FOR OR HAVE ANY LIABILITY FOR ANY INJURIES OR DAMAGES, INCLUDING INJURIES OR DAMAGES THAT MAY RESULT FROM (I) THE RELIANCE OF ANY PERSON

UPON ANY INFORMATION OR OPINION PROVIDED OR (II) ANY ERRORS, INACCURACIES, OMISSIONS IN, OR ANY OTHER FAILURE OF, THE DATA HEREIN, FROM WHATEVER CAUSE. ICONIQ SHALL

NOT BE LIABLE FOR DIRECT, INDIRECT OR INCIDENTAL SPECIAL OR CONSEQUENTIAL DAMAGES RESULTING FROM THE INFORMATION CONTAINED HEREIN AND/OR FROM DECISIONS TAKEN ON THE

BASIS OF SUCH INFORMATION, REGARDLESS OF WHETHER DAMAGES WERE FORESEEABLE OR UNFORESEEABLE.
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